
Abstract

In India, Sports Utility Vehicle (SUV) market is one 
of the most quickly growing markets these days in 
the automobile sector due to changing customer 
perceptions towards purchasing the four wheelers. In 
this growing market, a Company A launched its compact 
SUV Brand X in India, which is doing extremely well in 
urban India and has won many awards.
This paper is based on an empirical research 
conducted to study the consumer buying behaviour 
while purchasing SUVs by identifying the importance 
ratings assigned to various attributes while selecting a 
SUV and also analyse the reasons for success of Brand 
X by identifying the satisfaction levels expressed by its 
existing users over different attributes and identifying 
the Gap between importance ratings and the current 
satisfaction ratings. The research used primary data 
from a questionnaire survey and data analysis methods 
such as consumer Gap Analysis,  Multivariate Factor 
and Cluster analysis.
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Introduction to SUV Market

In India, Sports Utility Vehicle (SUV) market is one 
of the most quickly growing markets these days in the 
automobile sector due to changing customer perceptions 
towards purchasing the four wheelers. In this growing 
market, Company A launched its compact SUV Brand X 
in India in a price range around Rs. 8 lakhs.

Article can be accessed online at http://www.publishingindia.com

Market Overview-From Literature Review

Despite the downtrend in overall car sales for the past 
few months, SUV segment is booming and growing at 
a steady rate.  In India, SUV market is around 10% of 
the total car market. This number goes up to 25% market 
share when both SUVs and MUVs (multi utility vehicles) 
are clubbed together. This segment, with its price ranging 
from Rs. 5 lakh- Rs. 1 crore, is growing at approximately 
16% annually with sales of around 367,000 units in 2012.

Figure 1:  Sales Distribution of Cars Based on Body 
Style for December 2012

Source: www.bhp.com

Brand X- Detailed Story

Brand X has become the number 1 SUV in India 
accounting for 80% of Company A’s sales in India. Selling 
5000 units every month for the past 12 months, its sales 
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have been consistent and had bet all SUVs. Brand X is 
doing extremely well in urban India and has won many 
awards.

Success Factors of Brand X- From Literature 
Review

At around Rs. 8 lakh (Ex-showroom price, Delhi), it 
is one of the cheapest SUVs in the market. It created a 
completely new segment- compact sports utility vehicles. 
Even at this price it comes with all accessories. Experts 
say that Brand X has the best blend of all features and 
has the best combination of pricing, design, engine and 
off-road capabilities. The most important success factor 
was space. Brand X is very spacious in its design. The 
boot has got a massive cargo space of 475 litres, best in 
the class.

Unlike its competitors whose engines are above 2000 cc, 
Brand X is run by a 1500 cc engine. Moreover, Brand 
X has a diesel engine. This gives Brand X an edge over 
competitors in efficiency measured in terms of kilometres 
per litre (kpl). As Brand X was the only SUV with best 
combination of fuel-efficient diesel engine at an attractive 
price, Indian customers embraced it. The brand image 
has played a major role in boosting its sales. Company 
A has its own brand image and it is one among the top 
ten automakers in the world. Such a global reputation has 
helped them gain credibility in India. Many customers 
say that Company A’s aftersales service is much better 
than other companies that entered market along with it. 
Aftersales service plays a very important role in attracting 
the customers.

Purchase Influencers

The main factors which influence customers’ buying 
behaviour of SUVs are discussed in detail below. Basically 
they are divided into buyer and vehicle factors.

Internal (Buyer) factors are those traits of the buyer, 
like lifestyle and attitude, which persuades him to buy 
an SUV. External (Vehicle) factors are those properties 
and features of an SUV which drive customer’s purchase 
decision. Price of an SUV, design, space and off-road 
capability are few of the external factors.

Buyer Factors

Attitude

Attitude of the person plays a major role in influencing 
his/her decision in buying SUVs. For e.g. those who enjoy 
travelling are more likely to buy SUVs or sedans. Those 
who want to commute to office on a daily basis would love 
a small car or sedan. People who have freedom to travel 
anywhere with unlimited budget choose to buy SUVs or 
sports cars or luxury cars. Some people show concern 
over environmental pollution. They do not prefer SUVs 
as they occupy space causing traffic jams, burn more fuel 
and they obscure view of small car drivers on the road. 
They are most likely to buy small cars (hatchbacks).

Personality

The personality factors influence the car buying behav-
iour. A study conducted over four types of personalities 
supports the claim. Adventure seekers and aggressive per-
sons would love to drives SUVs. Calm persons and lon-
ers prefer minivans and small cars. Some believe that the 
SUVs project them as more confident than peers. In such 
cases thereis a chance that they opt for SUVs.

Lifestyle

A study on lifestyle factors categorizes people into four 
types- status seekers, workaholic, family/community 
oriented and frustrated. Status seekers intend to show-
off to the peers or the society. They show themselves to 
be different and unique. They believe SUVs and luxury 
cars are status symbols and they are more likely to drive 
SUVs. Some status seekers, who already have a car, buy 
SUVs as their second car to project a better image among 
peers. On the other hand frustrated people are less likely to 
drive SUVs and prefer small cars. Family oriented people 
rarely consider SUVs, though their main requirement is a 
spacious car due to budget constraints and they might end 
up buying a mini van.

Demographics

The most important factors that define car buying 
behaviour are based on demographics. 
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a. Age: The age factor plays pivotal role in this. The 
studies show that the SUVs are preferred by young-
er people. Normally, people in the age group of 25-
40 form the major part of SUV customers, while this 
goes up to 50 years for MUVs. Older people above 
50 years prefer small cars or luxury cars, depending 
on their income level. 

b. Sex: It is a clear differentiating factor of SUV buy-
ers. Most of the customers are males in this segment. 
Men are more aggressive and prefer flashy things 
compared to women. Though the trend is slowly 
changing, males still form the major chunk of SUV 
buyers and users. Females do not like to buy SUVs 
because they feel SUVs are for males as depicted 
by promotions as well and they prefer small cars or 
sedans.

c. Education: SUV owners overrepresented among 
highly educated people. Education has positive as-
sociation with types of vehicles. Hence, it plays a 
minor role in influencing the buyer’s decision.

d. Income levels: Buying an SUV or a luxury car is 
a characteristic indication of high income and life-
styles. The individuals with higher household in-
comes are more likely to choose SUVs and luxury 
cars. As already mentioned, few people with high 
incomes buy an SUV as their second car to use it 
for particular occasions such as weekend drives. 
Income is positively associated with the purchasing 
behaviour of luxury cars and SUVs. 

 e. Occupation and Marital Status: Occupation and 
marital status play a negligent role in decision mak-
ing of an SUV buyer. It’s the need or lifestyle more 
than the occupation and marital status that drives the 
behaviour of customers. Some cases of occupation, 
for e.g. politicians prefer an SUV over any type of 
car.

 f. Size of the family: Size of the family is a very great 
influencer. Since SUVs come with more seating and 
luggage space, families with more people would 
prefer SUVs. It is found that the SUV driver group 
has higher proportion in larger households with chil-
dren. Children sometimes influence parents’choice 
in buying SUV as they are more spacious and have 
more glass area that makes them enjoy the surround-
ings while travelling.  

Vehicle Factors

SUVs have sturdy design suitable for off-road abilities. 
They can do better even around bad roads, hilly terrains 
and snow. Generally, SUVs are equipped with engines 
of higher power and torque. Higher power increases the 
performance of the vehicle. Customers feel fun to drive 
SUVs and they drive it for better experience. They come 
with better safety features. Sturdy design and tall seating 
make occupants feel safer while driving. SUVs are more 
spacious compared to any other form of car. Both in 
seating and luggage space, they hold more luggage and 
have better carrying capacity. SUVs come with different 
seat configurations providing options for the customers. 

On the contrary, due to heavy design and bigger engine 
capacities, SUVs are less fuel efficient compared to 
normal sedan cars. They are also bulky and need more 
parking space. Sometimes they might result in traffic jams 
due to their bigger size. Generally, SUVs are expensive 
because they are big and have heavier design with more 
capabilities. Price is one of the major factors in a country 
like India for purchasing an SUV. Sometimes, government 
policies also affect the price. For e.g. in India, SUVs with 
more than four meters in length or engine capacity of 
more than 1500 cc or with ground clearance of 170mm 
attract an extra excise duty of 30%. This increases the on-
road price of the SUV shifting the burden finally to the 
customers.

Decision Problem

Our decision problem is to study the consumer buying 
behaviour while purchasing SUVs (in general) by 
identifying the importance assigned to various attributes 
(features) while selecting a SUV and analyse the reasons 
for success of Brand X by identifying the satisfaction 
levels expressed by its existing users over different 
attributes and identifying the gaps between importance 
ratings and the current satisfaction ratings.

The problem also includes carrying out factor analysis to 
identify the salient featuresand cluster analysis to identify 
the right customerprofilesfor SUV manufactures to target 
in future, to boost their sales. 
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Main Research Objectives

The main research objectives are outlined as below 
1. To analyse the buying behaviour of customers while 

purchasing SUVs 
2. To find the effect of different parameters like price, 

length of SUV, brand image, etc. on the purchase 
decisions.

3. To identify features not valued by the customers 
(insignificant features), if any, which may be elimi-
nated to create more value for money.

 4. To find out the most important parameters (purchase 
drivers) that led to the success of Brand X.

 5. To carry out factor analysis to identify the salient 
features and cluster analysis to identify the right 
customer profiles for SUV manufactures to target in 
future, to boost their sales. 

Methodology

Identification of Factors that Influence the SUV 
Buying Behaviour

For the purpose of identification of factors (features) 
of SUV that result in its purchase by the customers, we 
initially came up with the features offered by some of 
the popular brands in the market (from literature review 
and websites of the popular SUVs). We researched the 
features offered by the following brands to obtain the final 
set of features that are to be used in the questionnaire.

∑ Brand X
∑ Ford Ecosport
∑ Toyota Innova
∑ Tata Safari
∑ Mahindra XUV 500
∑ Mahindra Scorpio
∑ Force One
∑ Skoda Yeti
∑ Premier Rio
∑ Ssang Yong Rexton

Data Collection

Through a quantitative survey (by floating a structured 
questionnaire - consisting of mostly close ended 
questions), we tried to obtain the primary data from both 
the existing and potential SUV buyerswhich is analysed 
to answer our decision problem.

We aimed to get at least 75 responses after discarding 
errors that arise due to incomplete responses, etc. This data 
will be analysed to develop a profile a typical customers’ 
requirements and expectations. 

Screeners

Apart from this, the screener questions screen the 
respondents to check the following conditions.

∑ The first screener (Question 1 in the questionnaire) 
allows only those respondents with age greater than 
18 years to fill the survey. Since children with age 
less than 18 years may not be fully aware of the 
features of SUVs, we will not be able to get proper 
insights.

∑ The second screener (Question 2 in the question-
naire) allows only those respondents who take final 
decision or play a significant role in decision mak-
ing while buying SUV to fill the survey. Since others 
will have no role in decision making, we will not be 
able to get proper insights.

∑ The third screener (Question 1 under “Brand X – 
Specific Questions” in the questionnaire) will al-
low only those respondents who own aBrand Xto 
respond.

The Questionnaire-SUV buyer behaviour survey, is 
provided in the Appendix.

Data Cleaning

Initially, we planned to obtain around 150 responses in 
total for our analysis. However, we could manage to get 
around 108 completed. Apart from this, the final completed 
responses with relevant data are 77 as the remaining 31 
members either got screened out in the first 2 screener 
questions itself or filled the questionnaire partially. 
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Figure 2:  Gap Analysis
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Gap Analysis 

And for the second half i.e. that Brand X specific 
questions, there are around 54 complete and full responses 
with remaining 23 persons being screened out at the 3rd 
screener which asks about the awareness about Brand X. 
The significant dropouts and partial filling of the survey 
could be because of the following reasons –

∑ Cumbersome questionnaire: As there are 17 attri-
butes for which we are tried to obtain the customer 
perceptions, the questionnaire became lengthy re-
sulting in the dropouts.

 ∑ Screener questions: As we have screener questions 
at the beginning and also at the middle of the survey 
(for getting responses about Brand X in particular), 
many of the respondents might have been screened 
out at those places resulting in the lesser number of 
responses. This resulted in still lesser number of re-
sponses for the questions on Brand X in particular 
as the screener question is like ‘Have you heard of 
Brand X?’

Modeling/Data Analysis

Gap Analysis

The survey was conducted to assess different attributes 
that influence the SUV purchase decision (in selecting a 
SUV Model from the perspective of consumers). The list 
of attributes is mentioned below:

1. Brand image
2. Design and looks of the SUV
3. Price of the SUV
4. Fuel efficiency (KMPL)
5. Technology
6. Power- Pulling capacity (BHP) and Engine capacity
7. Overall Performance of the SUV
8. Off-road ability
9. Driving experience

10. Purpose of usage
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11. Comfort - Seat configuration, legroom, AC etc.
 12. Value for money
 13. After-sales service availability
 14. Ease of Maintenance
 15. Safety of the passengers- Airbags, ABS etc.
 16. Dimensions of the SUV
 17. Availability of fuel options- Diesel, Petrol, CNG 

etc.

Analysis of Importance

The respondents have rated all the features on an 
importance scale of 1 to 7 (1 being “Not at all Important” 
to 7 being “Extremely Important”). This data is used to 
carryout importance analysis with mean rating being “4”. 
All the attributes for which t value is greater than 1.645 
are considered to be significant.

The importance analysis revealed all the 17 attributes 
were considered important by the respondents while 
making a decision to purchase a SUV.

Analysis of Satisfaction

The respondents who replied “Yes” (1) to the question 
“Do you own a Brand X?” were asked to rate their current 
level of satisfaction with respect to Brand X over the 17 
attributes on an importance scale of 1 to 7 (1 being “Not at 
all Important” to 7 being “Extremely Important”).

Radar Chart

The level of importance and level of satisfaction are 
compared for gap analysis. The radar chart below 
shows the gaps in customers’ expectations and current 
satisfaction offered by Brand X SUV.

The blue line indicates the importance rating.

The red line indicates BrandX ratings.

Observations

∑ As evident from the analysis of importance, custom-
ers are considering all 17 attributes as significantly 
important while making a SUV buying decision. 

∑ Analysis of actual satisfaction shows that other than 

brand image Brand X is rated either equal or below 
expectation by the people who are currently using it.

 ∑ However, the gap between the expectation and the 
actual satisfaction of Brand X is less than 1 point 
scale over 15 attributes except “After Sales Service 
(1.217 points difference)”& “Ease of Maintenance 
(1.004 points difference)” which has an importance 
index of 6.2% & 6.02% respectively.

This explains the main reason for current success of 
Brand X in Indian SUV market as it is almost satisfying 
the customers over 15 out of 17 attributes.

Factor Analysis

Factor Analysis is performed on the independent variables 
to club the highly correlated variables into a single factor. 
Factors are linear combination of one or more independent 
variables in the group sharing same theme.  For this 
project, factor analysis is done using SPSS software. 
Number of variables influencing the purchasing decision 
of the buyer in buying SUV is 17. 

∑ Variables Used: Brand Image; Design & Amp – 
Looks of the SUV; Price of the SUV; Fuel efficiency-
KMPL; Technology; Power pulling capacity BHP 
and Engine capacity; Overall performance; Off-
road ability; Driving experience; Purpose of usage; 
Comfort-seat-configuration legroom; AC etc; Value 
for money; After-sales service availability; Ease of 
maintenance; Safety of the passengers Airbags etc; 
Dimensions of the SUV; Availability of fuel options 
Diesel-Petrol-CNG

∑ Varimax Rotation is used to increase the loading 
strength of the variables on the factor

∑ Extraction method used for this analysis is Principle 
component analysis. Looking at the components 
matrix, it is very difficult to determine which vari-
able loads heavily on which factor. In order to avoid 
the confusion, all the coefficients with value less 
than 0.5 are suppressed. 

Table 3:  KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy.

.638

Bartlett’s Test of Sphericity Approx. Chi-Square 567.331
Df 136

Sig. .000
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Table 4:  Rotated Component Matrixa

Component
1 2 3 4 5 6

Brand image .833
Design &Amp; Looks of the SUV .764
Price of the SUV .825
Fuel efficiency KMPL .756
Technology .531
Power Pulling capacity BHP and Engine capacity .717
Overall Performance .862
Off-road ability .747
Driving experience .679
Purpose of usage .709
Comfort seat configuration legroom AC etc. .838
Value for money .717
Aftersales service availability .811
Ease of maintenance .778
Safety of the passengers Airbags ABS etc. .832
Dimensions of the SUV .706
Availability of fuel options Diesel, Petrol, CNG etc. .637

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 6 iterations.
Using the Rotation component matrix, six factors are identified and list of attributes are shown in Table 5.

Table 5:  List of Attributes

FACTOR1 FACTOR2 FACTOR3 FACTOR4 FACTOR5 FACTOR6

After sale service Driving experience Power pulling capacity Price of the SUV
Safety of the pas-
sengers Airbags 
ABS etc

Brand Image

Availability of 
fuel options Purpose of Usage Overall performance Fuel Efficiency 

KMPL
Design and looks 
of the SUV

Ease of mainte-
nance

Comfort-seat configu-
ration, legroom AC Off-road ability

Technology Dimensions of SUV
Value for money

From the results shown in Table 3, 
1 We can see that the KMO measure of this test is 

0.638 which is greater than 0.6
2. The significant value of the test is also less than 0.05 

Conclusion: Hence the factor analysis is valid and the 
results are as shown in Table 4.

The interpretation and naming of these factors is as 
follows:

Factor 1: Vehicle –Maintenance

This factor includes the features that are related to the post 
purchase options. A person who has given higher rating to 
these variables is happy if that vehicle/SUV has best post 
purchase service and high technological features.

Factor 2: Experience

This factor consists of features that are related to comfort 
and ease of driving. It measures the user experience and 
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comfort while driving the vehicle. 

Factor 3: Performance  

This factor measures the performance related parameters 
while purchasing a SUV vehicle. Power pulling capacity, 
off-Road ability of the car, overall performance etc. load 
on this factor.

Factor 4: Life Time Cost

Both the attributes - price and fuel efficiency tell about 
the monetary value that customer looks while purchasing 
a vehicle. Price of the car is the initial investment for 
the customer, mileage tells us about future operating 
expenditure. Price conscious people will give higher 
rating, if it gives good mileage.

Factor 5: Safety

Only one variable, safety of the passengers is loaded on 
this factor. The questionnaire was designed specifically 
to gauge the customer’s inclination towards safety 
equipment installed in the vehicle.

Factor 6: Aesthetics and Brand

Many customers go by brand and aesthetics; both the 
variables loaded on this factor. Brand value of the SUV 
highly correlates with the design and looks of the vehicle. 

The SPSS output table from the factor analysis is as 
follows:

From the results shown in Table 6, 
 1. We can see that the total variation explained by the 

six factors is 72.889% which is > 50%
 2. Eigen value for each factor is greater than 1.

Observation

Hence from the factor analysis, all the 17 attributes are 
grouped into 6 salient factors which together explain a 
total variance of 72%

Cluster Analysis

Here, respondents are grouped based on their demographics 
and similarities in their preferences towards selecting 

Table 6:  Total Variance Explained 

Component Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
Total % of Variance Cumulative 

%
Total % of 

Variance
Cumulative 

%
Total % of 

Variance
Cumulative 

%

1 5.058 29.751 29.751 5.058 29.751 29.751 2.767 16.275 16.275
2 2.015 11.855 41.606 2.015 11.855 41.606 2.733 16.074 32.349
3 1.741 10.241 51.847 1.741 10.241 51.847 2.334 13.730 46.079
4 1.348 7.931 59.778 1.348 7.931 59.778 1.585 9.325 55.404
5 1.211 7.126 66.904 1.211 7.126 66.904 1.495 8.792 64.196
6 1.017 5.985 72.889 1.017 5.985 72.889 1.478 8.693 72.889
7 .905 5.321 78.210
8 .660 3.884 82.094
9 .605 3.556 85.650
10 .528 3.105 88.755
11 .459 2.703 91.457
12 .421 2.477 93.934
13 .331 1.946 95.881
14 .245 1.441 97.321
15 .183 1.075 98.396
16 .166 .977 99.373
17 .107 .627 100.000

Extraction Method: Principal Component Analysis.
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a SUV model.  Through this analysis, we grouped the 
whole respondents into three clusters. 

Procedure Followed
 1. For this analysis, we considered all the demographic 

variables collected through our survey and six fac-

Table 7:  Communalities

Initial Extraction

Brand image 1.000 .762
Design &amp; Looks of the SUV 1.000 .789
Price of the SUV 1.000 .791
Fuel efficiency KMPL 1.000 .788
Technology 1.000 .541
Power Pulling capacity BHP and Engine capacity 1.000 .774
Overall Performance 1.000 .802
Offroad ability 1.000 .622
Driving experience 1.000 .671
Purpose of usage 1.000 .763
Comfort seat configuration legroom AC etc 1.000 .753
Value for money 1.000 .718
Aftersales service availability 1.000 .753
Ease of Maintenance 1.000 .712
Safety of the passengers Airbags ABS etc 1.000 .793
Dimensions of the SUV 1.000 .710
Availability of fuel options Diesel Petrol CNG, etc. 1.000 .650

Extraction Method: Principal Component Analysis

Table 8:  ANOVA

Cluster Error
Mean Square df Mean Square df F Sig.

Profession 13.502 2 .892 74 15.142 .000
Family Size .716 2 .366 74 1.957 .149
Income .311 2 .512 74 .608 .547
Age .015 2 .013 74 1.179 .313
Gender .004 2 .107 74 .037 .964
Education 1.258 2 .252 74 4.992 .009
REGR factor score   1 for analysis 1 8.538 2 .796 74 10.723 .000
REGR factor score   2 for analysis 1 2.174 2 .968 74 2.245 .113
REGR factor score   3 for analysis 1 4.863 2 .896 74 5.430 .006
REGR factor score   4 for analysis 1 9.700 2 .765 74 12.682 .000
REGR factor score   5 for analysis 1 2.871 2 .949 74 3.024 .055
REGR factor score   6 for analysis 1 12.226 2 .697 74 17.551 .000

The F tests should be used only for descriptive purposes because the clusters have been chosen to maximize the differences among 
cases in different clusters. The observed significance levels are not corrected for this and thus cannot be interpreted as tests of the 
hypothesis that the cluster means are equal.
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tors that are obtained from the above factor analysis
 2. Steps followed in the SPSS
 a. K-Means
 b. No of clusters – 3
 c. ANOVA Table: to verify the significance 

factor

Initial ANOVA result is shown in Table 8.

From the ANOVA table, we can see that Income, Age, 
Gender, regression factor 5 (safety factor), Family size 
variables are insignificant.  
 ∑ So, first we removed the statistically insignificant 

factor “Income” and re-ran the same analysis.
 ∑ In the next step, we removed the variable Age and 

re-ran the same analysis

After following similar iterations for multiple times, we 
arrived at the final ANOVA table shown in Table 9.

Table 9:  ANOVA

Cluster Error
Mean Square df Mean Square df F Sig.

Profession 40.745 2 .155 74 262.272 .000
Income 1.543 2 .479 74 3.222 .046
REGR factor score   4 for analysis 1 2.089 2 .971 74 2.152 .123
REGR factor score   6 for analysis 1 13.704 2 .657 74 20.869 .000
REGR factor score   3 for analysis 1 3.418 2 .935 74 3.657 .031

The F tests should be used only for descriptive purposes because the clusters have been chosen to maximize the 
differences among cases in different clusters. The observed significance levels are not corrected for this and thus cannot 
be interpreted as tests of the hypothesis that the cluster means are equal.

Table 10 (a):  Cases in Each Cluster

Number of Cases in each Cluster

Cluster 1 25.000
2 27.000
3 25.000

Valid 77.000
Missing .000

Table 10 (b):  Final Cluster Centers

Cluster

1 2 3

Profession 2 4 2

Income 2 1 2

REGR factor score   2 for analysis 1 .28241 -.06837 -.07804

REGR factor score   4 for analysis 1 -.40273 -.47661 .50997

REGR factor score   6 for analysis 1 -1.20081 .24730 .36196
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Cluster Profiling

After mapping on Likert scale, the cluster profiles are as 
below

Observation

Hence from the cluster analysis, all the respondents are 
profiled into 3 clusters with the below demographics and 
exhibit the below mentioned behaviour.

Cluster 1 includes respondents who are full-time 
employed; have an income in the range of Rs. 8-20 lakhs; 
consider features related to driving experience, comfort, 
etc. as important; consider features related to fuel 
efficiency, initial price, etc. as less important and consider 
features related to design, looks and brand, etc. as not 
important while making a decision to purchase a SUV.

Cluster 2 includes respondents who are students; have 
an income less than Rs. 8 lakhs; consider features related 
to driving experience, comfort, etc. as less important; 
consider features related to fuel efficiency, initial price, 
etc. as less important and consider features related to 
design, looks and brand, etc. as important while making a 
decision to purchase a SUV.

Cluster 3 includes respondents who are full time 
employed; have an income in the range of Rs. 8-20 
lakhs; consider features related to driving experience, 
comfort, etc. as less important; consider features related 
to fuel efficiency, initial price, etc. as very important and 
consider features related to design, looks and brand, etc. 
as less important while making a decision to purchase a 
SUV.

Conclusion

Following conclusions can be drawn from the project 
study.

1) From the gap analysis, it is evident that customers 
consider all 17 features as significantly important while 
making a SUV buying decision.  Brand X is rated either 
equal or below expectation on 16 out of 17 features 
(except Brand image) by the people who are currently 
using it.However, the gap between the expectation and 
the actual satisfaction of Brand X is less than 1 point 

scale over 15 attributes except “After Sales Service” and 
“Ease of Maintenance”. This explains the main reason 
for current success of Brand X in Indian SUV market as 
it is almost satisfying the customers over 15 out of 17 
attributes.

2) From the factor analysis, all the 17 attributes 
are grouped into 6 salient factors namely Vehicle –
Maintenance , Experience, Performance, Life time cost, 
Safety,  and Aesthetics & Brand which together explain a 
total variance of 72%. 

3) From the cluster analysis, all the respondents are 
profiled into 3 clusters and among 6 demographic 
variables (including age).Only profession and income are 
found to be significant in influencing the SUV purchase 
decision. 

4) Part-time employees, people running own business and 
people with household income greater than Rs. 20 lakhs 
are less significant in purchasing SUVs.

5) Among the 6 salient factors, only Experience, Life time 
cost, and Aesthetics &Brand are found to be significant in 
influencing the SUV purchase decision.

Appendix

The Survey Questionnaire

Introduction

Welcome to this online survey. We are interested in 
understanding your opinion on compact Sports Utility 
Vehicles (SUV) to analyse how people decide on buying 
a particular SUV. 

Your responses will be kept completely confidential and 
will only be available in aggregate form – none of your 
responses will be linked directly to you in any way. We 
would appreciate your candid and honest answers to the 
survey questions. 

The survey will take about 10 minutes to complete. 

Thank you for your valuable time!

QUESTIONS

1. What is your age?
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Less than 18 years 1
18-50 years 2
Above 50 years 3

[Continue the survey only if 2 or 3 is selected. Or else exit 
the survey]

2. What is your involvement in the purchase decision 
making related to SUV in your household? 

I will not involve in the purchase decision 1
I have little involvement in the purchase decision 2
I have significant influence in the purchase decision 3
I will make the final decision 4

[Continue the survey only if 3 or 4 is selected. Or else exit the 
survey]

3. Using the scale below, please indicate the level of 
importance you attach with each of the attributes 
listed below while considering SUV brands for 
purchase.

Not Important Very important
1 2 3 4 5 6 7

4. How important are the following parameters to you?

Feature Importance
Brand image
Design and looks of the SUV
Price of the SUV
Fuel efficiency (KMPL)
Technology
Power- Pulling capacity (BHP) and Engine ca-
pacity
Overall Performance of the SUV
Off-road ability
Driving experience
Purpose of usage
Comfort - Seat configuration, legroom, AC etc.
Value for money
After-sales service availability
Ease of Maintenance
Safety of the passengers- Airbags, ABS etc.
Dimensions of the SUV
Availability of fuel options- Diesel, Petrol, 
CNG etc.

Brand X – Specific Questions

1. Do you own a Brand X?

Yes 1
No 2

[Continue the survey only if 1 is selected. Or else exit the 
survey]

2. Using the scale below, please rate Brand X on a 
scale of 7 based on your experience. 

Not Satisfied Very Satisfied
1 2 3 4 5 6 7

Feature Importance
Brand image
Design and looks of the SUV
Price of the SUV
Fuel efficiency (KMPL)
Technology
Power- Pulling capacity (BHP) and Engine ca-
pacity
Overall Performance of the SUV
Off-road ability
Driving experience
Purpose of usage
Comfort - Seat configuration, legroom, AC etc.
Value for money
After-sales service availability
Ease of Maintenance
Safety of the passengers- Airbags, ABS etc.
Dimensions of the SUV
Availability of fuel options- Diesel, Petrol, 
CNG etc.

Demographics

1. Please select your gender.

Male 1
Female 2

2. Which of the following best describes your highest 
level of education? 

School 1
Graduate 2
Post Graduate 3
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3. Which of the following best describes your 
profession? 

Own business 1
Full time employed 2
Part time employed 3
Student 4

What is your annual household income? 

Less than 8 lakhs 1
8-20 lakhs 2
More than 20 lakhs 3

4. What is your family size? 

Less than 4 people 1
4-7 people 2
More than 7 people 3
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